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Update

Management of risk is a long standing and robust concept and a 

comfortable part of the business language. What is less defined 

and understood is the role of corporate culture in implementing 

strategy – the importance of understanding organisation culture, 

and its role in driving implementation of strategy.

Why is culture so important?
Corporate culture can either ensure successful implementation 

of strategy or it can derail it. Corporate culture is a critical 

success factor and it should not be ignored.

Research indicates that corporate culture is a key factor to 

organisational success, and if you’re tuned in and are defining 

and directing culture, it can provide a real competitive edge. 

Culture can be deliberate or organic; based on agreed real and 

lived values, or in reaction to management and leadership styles 

and behaviours. It can exist wholesale and be organisation led, 

and exist within departments and teams (commonly referred to 

as sub-cultures). Culture may be influenced by the markets you 

operate in, regulations you are subject to, the customers who 

choose to engage with you, key suppliers and outsourcers, and 

your board and/or executive. 

What can you do?
Culture is no longer a hidden reality. It is a fact, proven, and 

supported by clear evidence. Acknowledge it, recognise it, 

embrace it.

It is more common to engage with culture when things go 

wrong, only then spending time understanding ‘what 

happened?’, ‘what can we do differently?’ and ‘what if?’. So 

often an organisation will conduct a ‘lessons learned’ exercise, 
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without explicitly considering the role of culture in decision 

making. Sometimes the way our organisation’s work can 

contribute to bad things happening, especially during change/ 

transformation if met with a pervasive culture towards change. 

Culture is there and it is driving how we implement strategy, 

the decisions we make, and the risks we take.

What is corporate culture?
There are a number of ways to describe culture, however the 

simplest definition is usually the best. It is often summarised as 

being “the way we do things around here”. It is also described 

as being the DNA of an organisation, with scholars referring to 

culture as a set of shared assumptions, values and norms that 

can be identified through patterns in behaviours, symbols and 

often rituals. Culture is neither good nor bad, it simply is about 

people and what people do when they come together 

repeatedly over a period of time.

Culture is that moment of shared understanding between 

individuals, it is recognisable in the patterns of behaviours that we 

are attuned to on a daily basis; made up of stories, legends and 

myths handed down from those who are in the ‘know’. It lives in 

what we do (motivation) and believe in (mindset); however 

equally it lives in what we don’t do and don’t believe in. Culture 

might be implicit, but it is enduring and governed by unwritten 

rules and unspoken assumptions that form the silent language.

Want to implement your strategy? First understand the culture that drives success.
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What does culture mean to strategy? 
Culture is a key driver of strategy, and while it can be 

implemented slowly or quickly, your organisation’s culture will 

determine the speed and outcome. How you reach your goals 

and objectives very much depends on the way your organisation 

works, how it processes, how it systemises activities, how it 

organises itself, the degree of autonomy afforded to managers, 

and the type of people you employ. 

For example, if you want to be innovative and responsive to the 

market, it is likely your organisation needs a degree of creativity, 

agility and flexibility to form the foundations of your corporate 

culture. Employees will likely be focused on the customer and 

their journey, always considering risk and opportunities and 

working in an empowered way. You will be clear on the pillars 

that hold up your organisation and the design principles that 

help drive how decisions are made.

In order to implement strategy, first understand the culture that 

will drive your organisation to success and then consider the 

culture you have in place and whether you need to change it. 

For example:

Define

• Your organisation’s direction (vision) and what you want 

to achieve.

• How the desired direction will be achieved, articulating 

the target culture that will drive success.

• The values and expected behaviours that will drive decision 

making that will ultimately lead to success.

• The measures that will help you understand both if and how 

you are achieving your strategy.

Discover

• The culture in place right now. Take stock and understand if 

present culture is enabling or disabling. Will it help you 

achieve your goals and ambitions? If not, start thinking about 

what needs to change.

Design

• The capability and competence needed that will underpin good 

decision making. First identify what this looks like and consider 

having ‘culture champions’.

• Systems and processes, reliable management information and 

reporting to support effective decision making and that enable 

the behaviours you want. If you want agile decision making 

then design it into systems and processes that enable activity.

• Reward and incentivisation programmes and link these to 

expected behaviours so that undesirable behaviours are 

not rewarded.

Deliver

• Leadership that ‘gets it’, so that they can champion expected 

behaviours and creates opportunities to drive the culture 

wanted and espouses the values that will drive strategy in the 

direction and manner expected.

Detect

• Through management information when values and 

behaviours are not aligning and delivering strategy, and put in 

place actions to correct issues or emerging risks.

Whether you want to understand your cultural style or change 

it, remember that strategy cannot exist without culture, and 

culture is the means for achieving strategy.

Talk to Moore Stephens to see how we can help you deliver 

your strategy by embracing the culture you want.
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